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I
摘 要
为厘清烟草广告和控烟广告的话语角力关系，本文对两者的话语特点进行了
分析。首先，本文以多模态隐喻为理论，借用空间合成框架对《2015 年胡润品
牌榜》行业价值排名前十的烟草品牌官网的烟草广告进行解读，发现多模态隐喻
是隐性烟草广告的普遍特征，其显性话语层面剔除了与“烟草”相关字眼，运用
文字、色彩等多种模态，以耳熟能详的广告语作为辨识其为烟草广告的线索；在
隐性话语层面，利用历史建筑、自然景物、神异动植物等来表征与烟草相关隐喻
意义。其次，笔者以框架理论，遵循框架清单分析路径对政府官方控烟平台发布
的 72 个平面控烟广告进行分析，识别出 15 种常见框架类型，发现其主要以消极
和负面框架阐释烟害。
此后本文分析了两者的话语角力关系，发现烟草话语域的角力双方在最初交
锋中可以说是“大卫与歌利亚”式的。烟草反宣传的主体是有着天然压制力的政
府相关职能部门，即“巨人歌利亚”，而烟草广告“大卫”的野蛮生长与烟民族
群的膨胀是同调的。当烟草广告作为社会议题进入公众视阈之后，为躲避法律规
制，它开始以多模态隐喻来伪装自身，在话语上极力迎合中国人的文化心理。反
观控烟广告，主要以恐怖和残缺来展示烟草危害，忽略了受众的恐惧接受度与心
理适应范围，广告表现十分有限。
关键字：烟草广告；多模态隐喻；空间合成理论；控烟广告；框架理论
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Abstract
In order to clarify the discourse relationship between tobacco advertising and
Anti-tobacco advertising, this paper analyzes the characteristics of both discourses.
First of all, based on the multimodal metaphor theory, I used Space synthesis theory
to analysed "2015 Hurun brand list" top ten tobacco industry value of the brand's
official website, found that the multimodal metaphor is a common feature of implicit
tobacco advertising, the dominant discourse level and rejecting the "tobacco related
words, the use of text a variety of colors, modal to advertising language as its
identification for having heard it many times for tobacco advertising cues; in implicit
discourse, to characterize the tobacco related metaphorical significance of using
historical buildings and natural scenery, different animals and plants. Secondly, based
on the theoretical framework, I followed the framework of inventory analysis analysis
of 72 plane advertisement path on the official government tobacco control tobacco
control platform release, identified 15 kinds of common frame type, found the main
negative and negative frame of interpretation of tobacco.
After that, this paper analyzed the relationship between the two discourses, and
found that the two sides of the discourse domain of the tobacco can be said to be
"David and Goliath" in the initial confrontation. The anti propaganda body of tobacco
is a government related functional department with natural repression, namely "Giant
Goliath", and the "barbaric growth" of tobacco advertising "David" is closely related
to the expansion of tobacco ethnic groups. When tobacco advertising entered the
public eye as a social issue, in order to avoid legal regulation, it began to disguise
itself in a multimodal metaphor, and tried to cater to the Chinese people's cultural
psychology. In contrast, Anti-tobacco advertising mainly displays the harm of tobacco
by terror and deformity. It ignores the audience's fear, acceptance and psychological
adaptation, and the advertising performance is very limited.
Key words:Tobacco Advertising; Multimodal Metaphor; Space Blending
Theory; Anti-Smoking Advertising; Frame Theory
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